TONE PURITY 














is a revelation in reception quality 


Triad tubes give true-tone, distortionless reception that introduces a 
new richness in tone values—and is the very nearest approach to 
sound quality at the source of the broadcast. We believe that these 
three tubes set aside all previous standards of reception and achieve 
a perfection never before attained. 

Triad Tubes are quick heating and their rugged construction provides 
filament protection that is the best assurance of uniform quality and 
long life. 














TYPE T-247, THE NEW DEPENDABLE PENTODE HAS AN EXTREMELY HIGH 
AMPLIFICATION FACTOR COMBINED WITH A VERY HIGH POWER OUTPUT. 
INCREASING SENSITIVITY WITH A GAIN IN VOLUME OVER THE 245 TYPE 
POWER TUBE. 














Type T-235 has characteristics of the 224 
and distortion and reduces static to fyPe, with additiiaal feature of 0 plate 
current grid voltage curve that makes it 


eS a : relapse It reba 2 lace “vr 224 adaptable for use in automatic control cir- 
za’, Sarek Branens of Be dhe in most present circuits with decid- cuits by virtue of its low percentage of dis- 


Corp. of America, General Electric : 
Co. and Westinghouse Electric & edly beneficial results. tortion at a very high grid bias. 


Manufacturing Co. 


RIAD MANUFACTURING CO., Inc. PAWTUCKET, RHODE ISLAND 


PACIFIC COAST SALES OFFICES—R. J. Noel Co., 800 E. Gage St., Los Angeles, 704 Larkin St., San Francisco, 1518 1st Ave. South, Seattle, Wash. 


Type T-551 eliminates cross talk 
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Stevens Hotel 














Blackstone Hotel 
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aria : for all who attend 
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CONVENTION 


"SIE VENS MOTEL * 








RADIO’S BIG ANNUAL CONCLAVE 


EXHIBITING ALL NEW LINES AND 
THE LATEST RADIO AND TELEVI- 
SION PRODUCTS. 

ELECTRICAL PRODUCTS ALSO IN 
TRADE SHOW AND MANUFACTUR- 
ERS’ DEMONSTRATION ROOMS. 

EVERYBODY IN RADIO (NEARLY 
25,000 RADIO TRADESMEN LAST 
YEAR) ATTENDS THIS ANNUAL NA- 
TIONAL RADIO GATHERING, THE 
BIG INDUSTRY MEETING EACH 
YEAR. 


Better business early in 1932 


The RMA event this year is advanced to 
start sales early. In June, a few weeks after 
the RMA exhibits of manufacturers’ latest 
products, there will come the big Republican 
and Democratic national conventions in 
Chicago to nominate presidential candi- 
dates. In June also another heavyweight 
championship match between Schmeling 
and Sharkey is scheduled. 

GO TO CHICAGO MAY 23, SEE THE 
LATEST RADIO AND ALSO ELEC- 


REMEMBER THE DATE—MAY 23—AT CHICAGO. 


TRICAL PRODUCTS OF RMA MANU- 
FACTURERS, AND GET IN EARLY ON 
THE 1932 TRADE. 

This is the big and only national indus- 
try radio show, sponsored by the RMA and 
under its management, for RMA members, 
jobbers and dealers. 

All exhibitors required to show current 
merchandise—no vacant booths. 

Electrical products also displayed. 

Thirty thousand (30,000) square feet of 
radio and electrical exhibits in the official 
hotels—the Stevens and Blackstone. 

ADMISSION TO THE TRADE ONLY. 
PUBLIC NOT ADMITTED. 

Reduced railroad rates—special trains— 
one and one-half fare for round trip to 
Chicago from everywhere. 
~ Official hotels—Stevens and Blackstone 
—together on Michigan Avenue. Regular 
rates. Make your reservations early. 

Important and interesting business meet- 
ings of industry and allied organizations. 

Invitation credentials for the trade 
show will be mailed about April 15th. 





RADIO MANUFACTURERS ASSOCIATION 


H-WEST 42nd ST.N.Y.CITY 


* 32 W.RANDOLPH ST. CHICAGO 





San Francisco, Cal. 


P. S. Lucas, Editor. 


“RADIO” for March, 1932. Volume 14. No. 3. 25c per copy. $2.00 per year. Published monthly by Pacific Radio Publishing Co, Inc., Pacific Building, 821 Market St 
H. W. Dickow, Business Manager. 
Entered as second class matter at the Post Office at San Francisco, California, under the Act of March 3, 1879. 








4 “BIG TIME 





























Here are some vital facts about Arcturus Blue 
Tubes, today’s “Big Timer”. 

1. Arcturus Blue Tubes are used as standard 
equipment in more 1931 and 1932 radio sets 
than any other tube on the market. 

. Arcturus Blue Tubes are the choice of critical 
: . | 2 radio engineers who have made comparative 
* ve . . 
tests for tonal duality, rugged construction, 
YU- . we 4 “ok : } lons lif. 
ON Z bs quick action, and long lie, 
. The choice of these experienced radio men 
dus- , 3 : d : : 
and will be the choice of the radio user... your 
am customers. 
promt This means that set owners, satisfied by the prov- 
en performance of the original Arcturus tubes in 
t of | ae q their radios, will naturally specify Arcturus re- 
cial : | Loh , | | 
newals. Consequently, there is a larger renewa 
LY. business awaiting the dealer who handles Arcturus 
Blue Tubes, than any other radio tube on the market. 
so 
| to This fast selling Blue tube is waiting to make 
lain money for you. Have your jobber give you the 
ilar details, or write us direct. 
eet- 
ade 





Constance Cummings, CT U U) S 
ss star of “The Big Timer,” 
a Columbia Picture, ‘The BLUE TUBE wth the LIFE LIKE TONE 


poses with a giant ARCTURUS RADIO TUBE COMPANY ¢ NEWARK, N. J. 
— Arcturus Blue Tube. Western Division: 1855 Industrial Street, Los Angeles 
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MARCH SPECIAL 





EL REY—The King 





9 Tube 
SUPER 


$2695 


NET 














4 Tube 
T.R. F. 


$745 


NET 








ILLUSTRATED IS THE 
NEW 6 TUBE EL REY 
SUPER RECEIVER. 


$187° 





5 Tube 
EL REY 


$1975 











Viz.:—4 Tube Cub, $7.45. 
6 Tube Superheterodyne 
9 Tube Superheterodyne 


AUTO SET 


LESS BATTERIES 








19 Tubes (in 3 Midget poten for $53.35 


$ 7.45 
$18.75 
$26.95 





$53.15 


EL REY MANUFACTURING COMPANY 


Phone PLeasant 9750 


8406 SO. BROADWAY 


LOS ANGELES, CALIF., U. S. A. 
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DYNAMIC 


SPEAKERS 


MAGNAVOX. 
1932 SPEAKERS 


eA Size and Performance 


for every use ! 


150 


61, inch 
Dynamic 
Speaker for 
midget sets. 








HERE is the new line, complete in size 
and price range for all set requirements,— 
midgets, consolettes, consoles or clock 
types, and an exceedingly practical model 
for automobile installations. Successful 

Dual Speaker arrangements are also ob- 
tainable. There are two powerful 
speakers for use in Public Address Sys- 
tems. Each model offers richer tonal 
response throughout the entire fre- 
quency range—the result of contin- 


Model 152 
uous refinement, 
10, inch , 
Dynamic Magnavox has achieved greater 
Speaker, performance with amazing com- 
for — or pactness to meet modern demands, 
console. 


—with no sacrifice of Magnavox 
quality. 


Make no commitments un- 
til you have investigated 
\ Magnavox Speakers. A 
\ model, with complete 
engineering data will 
be furnished to rec- 
ognized manufact- 
urers without 
obligation. 
Write. 


| 
} 


Magnavox Company [td. 


General Offices and Factory, Fort Wayne, Indiana 
Subsidiaries 


The Magnavox Company, Magnavox (Great Britain), Ltd., 
Electro Formation, Inc., Magnavox (Australia), Ltd. 


Model 517 


14 inch Dynamic Speak- 
er, 110 Volt, D.C., for 
DeLuxe consoles and 
Public Address Systems. 


Tell them you saw it in RADIO 
















Model 154 


8 inch 
Dynamic 
Speaker, 

for midgets 
or consolettes. 


Model 153 


12’ inch 

Dynamic 

Speaker, 
for consoles. 


Model 521 


14 inch Dynamic Speak- 
er, 110 Volt, A.C., for 
Public Address Systems. 
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IF YOUR RADIO BUSINESS 
ISN’T WHAT IT SHOULD BE! 


| 1931 has been Silver-Marshall’s best year, because . . . 





Silver-Marshall Superheterodynes are sold DIRECT to 
DEALERS. 


The jobber’s profit is used in more profit for the dealers 


and lower list prices. 


Silver-Marshall has a COMPLETE LINE. Full-size super- 
heterodyne consoles to sell from $49.95 to $139.50. 


In addition to 6, 8, 9, 10 and 12-tube supers, Silver- 


Marshall dealers have an 11-tube short-and-long wave super. 


Silver-Marshall has a unique $10.00 plan to cover trade- 
ins, time payments, etc. They do not come out of the 


dealer's pocket. 


A half-million dollars has been spent in the last six months 


to advertise S-M receivers. 


*~. Silver-Marshall dealers have exclusive territory. 


\ Those are SOME of the reasons. We will be glad to 
SILVER- % 
MARSHALL ine.%9 

6415 W.65thS: % 
Chicago, U.S. A. % 
Please send me all *. 
details. * 


y 
~ 
— 
PRR cot ee eke ma SILVER-= 
~~ 


NG icons rca “\. Home Office: 6415 West 65th Street, Chicago 


s 


tell you the rest of them. 























mii ge >: + 2. 
Po new pi 3 : ‘ es 


Model C-24. 12 tubes . . . superheterodyne . . . 3-unit construction ... twin pentodes .. . double 


tone control... built-in tone chamber... metertuning ... automatic volume control... built-in aerial. . . 


45-inch door console. A finer receiver is not possible. Complete with Eveready Raytheons . .. $139.50 list. 


MARSHALL.. 


S-M Sales Co.: 224 East 16th Street, Los Angeles 














Radio's Most Astounding Value 


The WILLARD — 


98 


LESS TUBES 


98 


LESS TUBES 


es & 2 ¢ 





Dealer's Price. 
Cash with Or- 
der. F.O.B. 
Los Angeles. 


Dealer's Price. 
Cash with Or- 
der. F.O.B. 
Los Angeles. 





HEIGHT — 11!/5 INCHES 
WIDTH — 91/4 INCHES 
DEPTH — 61/, INCHES 


WEIGHT PACKED—12!, LBS. 





The Outside — 


Beautiful Walnut Veneer Cabinet in a Gloss Finish. 
Simplified Dial, Kilocycle Markings. 


The Inside — 


Two Screen Grids ... One Pentode and a 280 Tube. 
Full Dynamic Speaker. 


The Willard — 


Represents unusual value in a 4 tube TRF set. Its 
Manufacturers use only nationally known parts (no 
junk). The finished product offers selectivity and vol- 
ume without distortion. A set for the Home... Camp 
...or Travelling. 


WILLARD RADIO CORPORATION, LTD. 


5137 AVALON BOULEVARD LOS ANGELES, CALIF. 
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What Do They Say - After 





Dealers’ Net Price 
f.o.b. Greenwood, Miss. 


$147°° 


Ask Your Jobber for 
a Demonstration 


It will open your eyes to the countless superiorities of this 
master instrument. Or send Coupon below for full informa- 
tion on AAA 1, or any other new 1932 “SUPREME BY 
COMPARISON” testing equipment, namely— 


SUPREME MODEL 90 


The famous one meter set tester that offers some of the unequalled features 
of the AAA 1 Diagnometer—and all of its own famous 1932 superiorities. 


Dealers’ Net Price $7 8 ; 5 0 


AAAI 


f.o.b. Greenweod, Miss. 
x * 


SUPREME MODEL 70 


A thoroughly shielded, completely attenuated Oscillator—output meter— 
high resistance ohmmeter. 


Dealer’s Net Price f.o.b. Greenwood, $49.75 

Miss., less tubes and batteries . . ¥ 

SUPREME OUTPUT OHMMETER $30.00 

Hand Cc i C for both 

and Aossancies « - . ig . ¥ ee $5.00 
x * 


SUPREME MODEL 60 


HANDY OSCILLATOR—SUPREME VALUE. 
Dealers’ Net Price Portable $3 0 0 
extra 


f.o.b. Greenwood, Miss. $30.00 type 


x * 


SUPREME MODEL 40 


r. “SUPREME BY COMPARISON 


Counter Tube Che 


Dealers’ Net Price 


f.o.b. Greenwood, Miss. $ 3 0 .00 —” $ 3 .00 sae 


ou ve Gone? 


_ you have testing equipment second to none, in- 
suring professional accuracy, you're welcomed back 
into that home for future service, profitable parts replace- 
ments, or ‘tween season sales. That’s why SUPREME IN- 
STRUMENTS actually cost you nothing—are really invest- 
ments for future income. That’s why you need the most com- 
plete and most modern instrument of all radio history .. . 


SUPREME 


DIAGNOMETER 
AAA 1 


ultra modern test- 
ing instruments 
in 1 for the price of 
SUPER DIAGNOMETER, plus SHIELDED OSCILLATOR, plus AD- 


VANCED TUBE TESTER, plus OHM-MEGOHMMETER, plus CAPACITOR 
TESTER—5 essential instruments in one at the price of 1. 





SUPREME INSTRUMENTS CORPORATION 
431 Supreme Bldg., Greenwood, Miss. 

[] Supreme Diagnometer AAAI 

_}) Supreme Set Analyzer Model 90 
Please send me full particulars on.[] Supreme Oscillator Model 70 

[|] Supreme Osciliator Model 60 
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x* x (C Supreme Tube Checker Model 40 
Name snteinialiiciiniaa man piace 
P . . P P moe Address , ia ies 
Distributors in all Principal Cities iy 7b nea oe NECN e 
) Foreign Division, 130 West 42nd St., New York City sr Name mney gear 
1 an . Se  - 
Cable Address: LOPREH, New York ‘Al 3B oe anteiimpisaaicmte.n inainnliienisenerare: of 
Tell them you saw it in RADIO 9 
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HERE AND THERE CAFE 





rrr 


) 





"A MIDGET RADIO 
FREE WITH EVERY MEAL" 


aaa 


tow 


oJ 





N the near future small size radios may 
get so cheap that you may see signs like 


the above. 


BUT in the meantime, we can make them 
as cheap as the next fellow. This is our 4- 


tube TRF set that defies PRICE competi- 





tion. Guar- 
anteed by us 
to be as good 
or better 
than 
near its 


any 


price, it has 
Dynamic 
speaker, 
Pentode 
tube, etc. 


NET TO DEALERS, 


j No Factory List Price. 


With Tubes the Price is $8.75 


LESS TUBES 














**Radio’s Newest Thrill 


"Roun 


d 


with 


ALL- WAVE 

















To Dealers. 
Complete with 
Arcturus Tubes 








Arcturus 


$3 O95 


Also Console Models At $15.00 Extra 





Retail 
Price 
$79.50 


Net to Dealers, 
Complete With 


Tubes 





© @ @ This set is known the world over as the 
original real small radio 
Paramount's Pee Wee Radio 


OST dealers prefer to pay a little more for quality and get a larger 
transformer, better speaker, larger resistors, electrolytic condensers 


that can’t burn out, more parts, better tubes, tone control, aerial and 
ground posts, better construction and other small set refinements that 


make a radio give dependable service. 
good margin of profit. 


Also the retail price allows you a 


RETAIL PRICE $29.95. 

















Paramount's 
5 Tube TRF 
Model 


HIS is the PARAMOUNT 

model that has been a 
repeat-order-getter since it 
was first released to the 
trade a short time ago. It 
is a little aristocrat and 
stands up well among sets 
selling at twice this price. 


$] 3 MS Net to 
Dealers Complete with Arcturus Tubes 


' 





Automobile Radio 


This equipment automatically supplies 110 volts, 60 
cycle A.C, in your car. You can operate the radio 
or use any electrical appliances in your car rated 
40 to 80 watts, such as: electric lights, Neon signs, 
public address systems, vacuum cleaners, mixers, 


$39.95 


Requires No Batteries — 
Operates in Auto or Home 


Net to DEALERS. Com- 
plete with 6 Arcturus 


etc. Tubes. Retail Price 


$69.50. 


OUR TERMS: 


All prices quoted are net cash, 


we 


require a deposit of at least 25% on C.O.D. shipments. Send Cashier's 


check or Postal Money Order to assure immediate shipment. 


Our Cable Address: « Lara 


Western Union. 
transportation. 


is 


Foreign orders must contain full remittance plus 





Vib 




















the World 


vith } PARAMOUNT'S 
VE! SUPER-HETERODYNE 


DEPENDABLE ... PRACTICAL. . . EFFICIENT 





The World at Your Finger Tips 


Thrill by hearing Foreign Countries, Airplane Messages, Police Calls, Ship-to- 
Shore Telephone, Amateur Operators, Wireless Stations, Etc. 


Retail 11 Tube Super-Heterodyne. Tunes from 15 to 600 Meters. Single Dial 
Pri 7 7 AT U R E S Control. No Plug-In Coils. 4 Gang, 4 Point Automatic-wave Changing 
rice Switch. 4 Intermediate Transformers. No 200 to 600 Meter Harmonics 
$79 50 on Short Wave Bands. Push-Pull Pentode Tubes. Automatic Volume Con- 
. trol. Ball bearing Condensers. Full range Tone Control. 2 Stages Audio 
Amplification. First and Second Detector. Self-healing Filter Condensers. 
Illuminated Vernier Geared Dial. Full sized Dynamic Speaker. All Steel 

Chassis. No Two Spot Tuning. 
Where on Earth have you ever seen a radio with so many features? 


Paramount's Engineering Genius 





























alers, Paramount's Engineering Genius again leads, giving you an all wave Super- 
— _ Heterodyne with but a single Dial to tune. Short wave stations can be tuned 
onan in as easily as the regular broadcasting stations and on the same Dial. Nota 
Extra radio with a short wave converter attached but a single set made to operate 
on either long or short waves—One Dial—One Chassis. 
ini 
| Marvel 
of the 
“ Radio Age 
' iB 
AUTOMATIC "“CLOKTROLA 
Turn Radio On and Off ' 
Automatically 
- Amazing ... Almost Human 
Automatically turns radio on and off. You may set 
Lf your entire day's program early in the morning, for Chort Wave Converter 
_ instance: Setting-up exercises, 6:00 A.M. ’til 6:20 y ies RS 
A.M.; Cooking lessons, 10:00 A.M. ‘til 10:40; Noon ‘ $1 3 9 , Sia 
program, 12:00 “til 1:00 P.M.; something else at 3:00 Arcturus Tubes 
asi P.M. and so on around the clock. Let it play you to page a gy at Peet 
irus ? ‘ - ° 
sleep and awaken you in the morning. All this com- tions. 3 tubes, contains its own power 
i > bined with our 7 tube Super- supply. Easy to hookup to any Radio, 
= - H dy Als . - ol only necessary to hook up antenna and 
; $ 9 Net to Dealers. Complete | Retail Price eterodyne. /\lso in console \ ground. Most efficient Converter made. 
hs elth: Asateses Tees $69.50 models at $15.00 extra. } Retail Price $24.95. 
D. Member of LOS ANGELES RADIO MFG. CO. Manufacturers of 
olus Los Angeles 3681 So. San Pedro Street Quality Radios 
Chamber of Commerce Los Angeles, Calif. Since 1925 
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The NEWEST 
Addition to the 
Wright-DeCoster 


Speaker Family.. 





INFANT VEHICLE CABINET 


The Wright-DeCoster Vehicle Speaker 


If you are critical of the reproduction of your auto radio... if you 
would like to get the same true, clear, rich tone quality that you get 


from a Wright-DeCoster Speaker in the home...then install the new 
Wright-DeCoster Vehicle Speaker. 


Manufactured with the same high grade material and workman- 
ship as our larger speakers. The Wright-DeCoster Infant Reproducer, 
installed in the Vehicle Cabinet, will not only give you beautiful re- 
production on voice and music, but will also stand up for years under 
the abuse any receiver must expect to get in a car installation. 


Easily installed in any type of car as you will see by the illustrations above. 
The design is modern and attractive; the black crinkley baked finish is not only 
good-looking, but serviceable, being difficult to scratch or mar. 


Why not be sure your customer will be a booster for you by installing a 
speaker that will make him proud of his automobile radio ? 


Dimensions of cabinet, 95 inches high, 94 inches wide, 5 inches deep. 
Weight boxed for shipment’ 10 pounds. 


Price, Vehicle Reproducer complete in cabinet - $11.50 
Infant Vehicle chassis only . . - - 9,00 


Wright-DeCoster, Inc. 


MAIN OFFICE AND FACTORIES 
2217 University Ave. Saint Paul, Minn. 


Export Department: 


The M. SIMON & SON CO., 25 Warren St., New York 


Cable Address: “Simontrice” 


The Speaker of the Year 





View showing how the 

Vehicle cabinet can be 

fastened either on the back 
or on the bottom. 





Infant Vehicle Chassis 





reer 











Tell them you saw it in RADIO 


Xl 


IL 





10w the 
can be 
the back 


tom. 





chassis 


| 


YVIIM 


Radiotorial Comment 


AIRES RE 6 RARER IRIN me 
By The Editor 


HAT would you think of a radio dealer who 
\W says that he made more money selling radios in 

February, 1932, than in February, 1929? No, 
he is not a liar; as his books will show. Furthermore, he 
believes that he has found the way to keep up this record 
for every month of this year. Naturally, he’s a hustler 
and knows his onions. But, in addition, he has found and 
is catering to a demand which is entirely new in the 
experience of every one except the old-timers. 

You'll hardly believe the secret of this demand that 
makes the cash register bell ring merrily to the tune of 
profits! It’s a revival of the old fad of amateur radio. 
But this time it is not the high school lad, but his dad, 
who is going daft on the “‘dah-did-dah” and “how am I 
coming in?” The well-to-do-professional man, the doctor, 
the lawyer and the engineer, has joined the ranks of the 
hams. 

The records of the Department of Commerce, which 
had control of licensing activities before the duties were 
recently assumed by the Federal Radio Commission, show 
that over 4,000 new licenses were issued last year. There 
are now 23,000 licensed amateurs in the United States, 
and the number is growing by leaps and bounds. Yet two 
years ago, amateur radio seemed to be on the toboggan. 
And now it is coming back with a bang. 

This has all come about through the short wave broad- 
casts and the consequent popularity of short wave receiv- 
ers. While the program listener was interested and while 
he got a great kick out of hearing the police and plane 
traffic, he became curious about the telephone conversa- 
tions that he heard on the amateur wave-lengths. He 
became fired with the idea that he would like other people 
to hear his voice on the air. And so he started to in- 
vestigate how he could tickle his own pride in this man- 
ner. 

He finds that he first must have a license for an ama- 
teur transmitter and that the chief qualification is the 
ability to send and receive 10 words of code per minute. 


So he buys a code practice set consisting of a key, a pair © 


of head-phones, and a spring-wound mechanism for driv- 
ing a strip of tape perforated with dots and dashes. He 
buys it from an enterprising radio dealer for about 
$20.00, and the dealer makes a better profit on this de- 
vice than when he sells a midget radio receiver. But this 
is only a starter. 

For after mastering the code in a few weeks of secret 
evening practice, the new enthusiast buys his first small 
transmitter. No, he doesn’t make it himself, but buys 
the tailor-made article from a dealer, at a profit to that 
dealer. Then he buys a bigger and better transmitter, 
having crystal control and all the doo-dads. An ex- 
penditure of a thousand dollars a year from one of these 
modern hams is not unusual. He never stops buying. He 
builds, tears apart what he has found will work, and 
builds all over again. And he builds profits for the 
dealer who caters to his needs. 

There is room in every community for a few good 
dealers to cash in on this new fad. It requires a real 
knowledge of radio. No glib-tongued salesman can get to 
first base unless he knows what he is talking about. Only 
a small stock of code practice machines and cheap books 


that tell how to get an amateur license are needed. The 
big orders that follow are for special equipment from 
the manufacturers or jobbers. 

This is believed to be a good business tip. You can 
stimulate interest in your locality by selling the idea to 
every purchaser of a short wave receiving set. Mystery 
and romance will sell merchandise when music falls on 
deaf ears. 


\\ BSOLUTELY remarkable how well a one-tube 
A set works,” say the tax collectors of large 
municipalities. At a recent assembly of pub- 

lic officials it was disclosed that 99 out of 100 taxpayers 
list a one-tube receiver as the sole instrument of enter- 
tainment in the home. Each year the “tLiar’s Conven- 
tion” convenes in the halls of the Tax Collector’s office 
and each year the number of tubes in a set gets less and 
less, say the collectors. An investigation was ordered. 
Deputies were sent into the homes of a picked list of 
well-to-do taxpayers and it was found that the set listed 
as having one tube in reality had 8, 9 or 10. Questioned 
by the investigator Mr. or Mrs. Taxpayer gave this stock 


reply: ‘Why, we never knew that the set had more than 
one tube.” 











e PHILCO Gets Cathode 


Ray Television Permit 
From Commission 


ee ¢ 


N FEBRUARY 13th the Federal Radio 
Commission granted a cathode ray 
television station permit to PHILCO so that 
the Farnsworth Cathode Ray pictures could 
be transmitted on an experimental basis. 
PHILCO'S application, as printed in full in 
January "RADIO", was approved without 
change by the Commissioners. The granting 
of this permit to PHILCO was a decided blow 
to the interests who vigorously opposed the 
action. 
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the “Old Spanish Custom” 


of giving the customer 
something for nothing 


ATCH OUT, DEALERS! There’s a good old radio cus- 
tom that’s riding for a fall. We refer to the un- 
ethical free replacing of allegedly “defective” tubes. 

“Why I’ve used this tube only about a couple of weeks. 
Surely not more than three weeks—.” 

Every dealer has heard that ancient Spanish story with 
variations. And almost every dealer privately knows that the 
replacement policy of tube manufacturers has been abused in 
a good many cases. At any rate, the tube manufacturers know 
it very definitely. 

They have been elaborately tracing the movement of numer- 
ous batches of tubes through the hands of distributors and 
dealers. They have checked up on the length of time these 
tubes were actually in the possession of users before being re- 
turned as defective. And the makers have unquestionably 
established that thousands of tubes are presented for replace- 
ment that have been in service for months; sometimes for 
nearly a year. 

Frankly, there is at the moment some important handwrit- 
ing on the wall in tube manufacturing headquarters. The 
larger companies are already preparing to do something to 
correct replacement abuses. Therefore it is well for retail 
dealers to be on the alert, else they will themselves suffer from 
the public’s efforts to get something for nothing. 


... Manufacturers are now 
forced to curb tube 
replacements 


HE LOW PRICES now in effect on tubes have forced the manu- 

facturers to consider stricter replacement policies. Not 
so long ago a 245 power tube, for instance, was selling at 
$3.50. At that price the manufacturers’ margin of gross profit 
was large enough to bear a pretty liberal replacement policy. 
But that same tube today retails at around a dollar. It is sold 
from the factory for about half that amount. The manufac- 
turers profit, after culling and selecting, is a matter of but a 
few cents on each tube. Of course volume makes dollars, but 
still it is absolutely clear to any reasonable person that under 
the present conditions of close profit margin, the manufactur- 
er will be obliged to adopt increasingly rigid precautions to 


protect themselves against unethical claims for replacement 

It seems likely, too, that stricter replacement policies will 
benefit retail dealers as a class. When a customer obtains a 
free replacement that he is not really entitled to, the transaction 
is an immediate loss to the dealer. He has to suffer the over- 
head handling charge on the replaced tube. He loses the profit 
he would have received on the outright sale of the new tube 
which the customer got for nothing. 

Of course the public is going to squawk. Some persons have 
gotten away with so much already that they will be indignant 
at the idea of having to put out actual cash for their new 
tubes. It may be necessary to point out to some of these ob- 
jectors the following rather abstract but vital facts: 

When a manufacturer produces such a highly delicate and 
extraordinary unit as a radio tube, his task is to try to make 
that tube as good as he possibly can for the price. But the tube 
at its best is fragile, comparatively perishable. That is its 
scientific and inherent nature. The maker, having produced 
the tube and sold it at an ordinary commercial margin of profit, 
can hardly be asked to back up such an easily destructible 
product with much more than a definite guarantee of being 
in good order when handed to the prospective user. Electric 
light bulbs, a much less fragile product, are sold almost uni- 
versally on this basis. The bulb is tested in the presence of the 
buyer, and no guarantee is extended beyond the point that it 
is in working order when sold. 

Besides being delicate and easily damaged devices, radio 
tubes are being ruined in enormous numbers by being used in 
the sockets of improperly designed haywire receivers. Many 
of these cheap gadgets subject the tubes to excessive current 
surges. 

It may also be necessary to point out to protesting custom: 
ers that tubes are now being sold at one-third or less of their 
former prices. For a given amount of cash the tube buyer 
gets about three times as many tubes as he used to get. There’ 
fore the user is a lot better off than he was before, even though 
he has to accept the tubes on a very brief guarantee basis. 

Some customers will yell their heads off, of course. We have 
a notion, however, that the ones who soak their faces most in 
the crying towel will be the same birds who have previously 
put over a few fast ones and resent being unable to do it 
again. The owners of tube wrecking sets will howl, too. Their 
reasonable recourse would be to pay for a service test of their 
receiver, though some of them won't believe that. 
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__,“The tube makers must 
hang together, or surely 
they will hang alone’ 


HE SCHEME the tube manufacturers are adopting is the 

date code marking of various batches of tubes. After the 
expiration of a fixed period of several months, any tube offered 
for replacement bearing that particular date mark will be re- 
fused. 

We can see that this may in some isolated cases work to the 
prejudice of the dealer. The tube replacement date deadline 
may have arrived by the time he sells the tube. But such 
cases should be the exception rather than the rule, unless the 
dealer carries excessive stocks. And few indeed are doing 
that these days. 

It is very likely that as this stricter replacement policy is 
introduced, some tube manufacturers will try to capitalize the 
situation by loudly promising, “We still make 100 per cent 
replacement and ask no questions. Use our tubes!” 

But every dealer who has had sustained experience in the 
radio business will agree that too profuse promises and too 


liberal policies invariably mean hidden weaknesses somewhere. 
In the tube business in particular, some brands have been 
offered at retail discounts of 50 and 60 per cent, and on a basis 
of replacements forever—but the tubes proved to be junk and 
ultimately a dead loss at any price and on any basis. 

It seems reasonable, too, that the companies with the strictest 
replacement policies should be able to put out the best quality 
tubes at the lowest price. Because those companies won't have 
to manufacture about two tubes for every one they actually 
get paid for. 

So far as that goes, every experienced dealer knows pretty 
well what makes of tubes hold up for him and what makes do 
not. And the dealer who is wise will hardly risk handling an 
inferior article in the futile hope of getting greater replace- 
ment protection. Inferior stuff does not pay in the long run. 
The fate of the majority of the “gyp” radio stores that used 
to be the bane of the business is convincing evidence of this 
fact. They had to become decent or quit. 

In conclusion, it behooves every radio dealer to keep an eye 
on bulletins from tube manufacturers. Some have already 
been issued, we understand, containing announcements of 
expiration dates on tubes bearing certain code date markings. 
Be careful not to make replacements free of charge on tubes 
that have passed the date deadline. 











Tube testing has grown from a mysterious rite to a popular practice—largely because testing has been simplified. 
This window shows the customer just how easy it is to see the condition of his tubes on a modern meter. 
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Something Your Customers will want to Buy! 






















You don’t have to sell... they sell themselves 


The radio scoop of 1932. The most sensational dealer opportunity 
since the all-electric radio. 


A real receiver combining short-wave and broadcast, on one dial 
—all bands on one circuit. 


The old style “double decker” type is out, doomed to pass into 
oblivion. Your customers are not technicians, they want to enjoy 
and play short-wave and broadcast without experimenting. 


Be among the first to feature this amazing new revelation. 










MODEL 28 
MIDGET 


5 95 


LIST 
8 tube 


Superheterodyne 
Complete with 
Cunningham tubes 





MODEL 28} 
CONSOLE 


| $7 50 
j LIST 


8 tube Superheterodyne 
Complete with Cunning- 
ham tubes 





No radio on the market today will out-perform these 

models. There is nothing left to sell. Every feature that 

the best radio minds have to offer is built into these 

combinations. PLUS —the exclusive short-wave and 

broadcast on one dial and equipped with“tone control”, 
as originated by Jackson-Bell engineers. 





WRITE - PHONE - TELEGRAPH 


Your inquiry will bring prompt response and full particulars. 


ACT QUICKLY - - FRANCHISES GOING FAST 
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2terodyne 
Cunning- 
es Instead of just selling a radio, now Jackson-Bell FAR DISTANT RECEPTION THE 
fives you something your customers are looking NEW WAY 
for. Everywhere, everyone who has seen this 
new combination wants to buy one. France... England... Russia... Italy. ..Ger- 
Simplicity... beauty. ..ultra-performance, some- many, opera ...orchestras... police calls 
thing entirely different and as modern as your ... weather reports... world wide news 
daily paper. events from foreign lands and all other 
First come, first served. Our dealer map is show- short-wave stations any plac = the uni- 
ing lots of new “pins”... Act at once, delay verse, with this new combination short- 
means loss in profits. wave and broadcast, on one dial. 
| YOU ARE PRACTICALLY SELLING YOUR 
CUSTOMER 2 RADIOS FOR THE ONE PRICE 
JACKSON BELL CORPORATION, Ltd. 
MANUFACTURERS 
— 6500 McKINLEY AVENUE, LOS ANGELES, CALIFORNIA PHONE TW. 9IOI 
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An Analysis of Dealer Service 


The Results of a Questionnaire Submitted by “GOOD NEWS” 
To Dealers Throughout the Country 
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By E. C. Hughes, Jr. 


Sales Promotion Dept., R. C. A. Radiotron Co., Inc. 


N ORDER to determine the thoughts 

and opinions of various radio deal- 

ers on service work, we recently 
submitted a questionnaire to 1,000 
dealers, representing all parts of the 
country, who were selected at random 
from our mailing list. The response 
to the questionnaire has been most 
gratifying, and we wish to take this 
opportunity to express once again our 
appreciation for their co-operation. 

It will be the aim of this and suc- 
ceeding articles to present the results 
of this questionnaire in such a manner 
that a consensus of opinion is repre- 
sented. Consequently, each question 
will be treated separately, giving the 
extreme as well as the mean opinion. 


How Many Service Men Do 
You Employ? 


i 
= 


This question was asked in order to 
obtain an idea of the amount of service 
work handled by each dealer and to 
determine how many service men are 
necessary to handle the work of the 
average dealer. The average number of 
service men per dealer as shown by the 
answers to this question is 1.75. The 
maximum number of service men em- 
ployed by any one dealer replying to 
the questionnaire was 14. This number 
of service men can be taken as typical 
of very large metropolitan stores. At 
the other extreme is the dealer who 
does his own service work and employs 


no service men. This type of dealer 
is typical of small towns, where the 
volume of business is not sufficient to 
warrant a full-time service man. 


How Do You Pay Your Service Men? 





SALARY 


SALARY 6 COMMISSION COMMISSION 


The above query brought interest- 
ing results. The major portion of the 
dealers favored paying the service men 
on a straight salary basis, 65.5 per cent 
preferring this system; 22 per cent 
reported that they gave their service 
men a commission in addition to their 
salaries; 11 per cent reported that 
their service men were on a straight 
commission basis. It was not specified 
whether this commission was paid on 
both sales and service charges or on 
sales alone. Of all the dealers report- 
ing, 6.5 per cent had men in for part- 
time work, paying them on an hourly 
basis. 


Do You Pay Your Service Men 
Commissions on Tube Sales? 





Of the answers to this question, 24.8 
per cent were in the affirmative and 
75.2 per cent in the negative. There 
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are two schools of thought on this sub- 
ject, the first believing that the service 
men should receive commissions on 
tube sales, since it stimulates the men 
to better efforts and increases the vol- 
ume of tube sales; the other school be- 
lieving that service men should not be 
thus encouraged because of the possi- 
bility of offending customers. It is our 
belief that a compromise between these 
two views is desirable. Tactfully sug- 
gesting a new set of tubes and demon- 
strating the improved reception to be 
had with new RCA Radiotrons is 
bound to be productive of increased 
sales, without antagonizing the cus- 
tomer. 


What Is the Average Salary of 
Your Service Men? 





Answers to this question varied 
considerably. The average salary fig- 
ured out to be $29.80 a week in cases 
where the men received no commis- 
sions. The maximum salary reported 
by any store was $70 a week in the 
case of a large metropolitan chain, 
while the lowest was $15 for a small 
town dealer. Considering the varia- 
tions in the calibre of the men, the 
amount of work done, and the locale, 
the range of salaries is not really to be 
wondered at. Service experts in the 
city are able to command big wages 
because their services are in almost 
constant demand. 








Xl 





ICDepartments ... . . 


If They Also Earn Commissions, How 
Much Do They Average Weekly? 

















Replies showed that service men 
paid on this basis receive slightly 
thicker pay envelopes than the straight 
salary men. The average for this class 
was $30.60. However, the range of 
pay checks was not so great as with 
straight-salaried workers, the maxi- 
mum being $65 per week and the 
minimum $20 per week. 

Many arguments are advanced for 
each of the three systems of paying 
service men. The advocate of the 
straight salary basis insists that the 
service man is a skilled technician who 
should not be encouraged to do more 
work than is necessary to return the 
set to normal operating conditions. If a 
commission is paid the man is tempted 
to pad his service work to increase his 
earnings. Under a straight salary sys- 
tem the dealer has absolute control of 
his service man. 

When the men are paid commis- 
sions, some dealers argue, they are 
stimulated to better efforts. Their earn- 
ings are then more or less controlled 
by the amount of service work done, 
giving the service man a chance at ex- 
tra earnings in busy times, and pro- 
tects the dealer from excessive salary 
overhead in slack times. 


Relation of Service Work to 
Total Business 







TOTAL 
BUSINESS 


‘ 


SERVICE 
WORK 


23% 


The average portion of the dealer's 
business represented by service work 
was 23 per cent. Of course, the indi- 
vidual reports ranged all the way from 
100 per cent for the straight service 
organization to 6 per cent for the deal- 
er who preferred to turn his service 
work over to someone else. The fig- 
ure, 23 per cent, proves one thing 
most conclusively, and that is, that 
service work is, or can be made, a very 
important part of the radio business. 
It is a very worth-while factor, and 
it certainly deserves careful thought 
with a view to developing it and mak- 
ing it more profitable. 


The Minimum Service Charge 





The average minimum service charge 
as shown by the answers to the ques- 
tionnaire was $1.25. The highest mini- 
mum charge reported was $2.50 and 
the lowest $0.50. While it is certainly 
true that the charge necessary to cover 
the expenses of the call varies with the 
locality, it is hard to explain why there 
is such a great variation. Only three 
dealers reported that they did not 
have a fixed minimum charge. The 
results indicate that we are on the 
right track at last, by providing for a 
fixed minimum charge, thereby greatly 
reducing the number of free calls 
which eat up the profits of the de- 
partment. 


Separate Service Department 

In analyzing the work of the service 
department, it is desirable that this de- 
partment be segregated from the rest 
of the business. Nevertheless, 53.4 per 
cent of the dealers reported that their 
service department was not a separate 
unit of their business. 
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Part 1 


Basis of Service Charges 


= 


426%] Time ard y, 
Material a 


7 Flat Rate Time and 
Gi E foes Distance 


The above chart shows the results 
of the questionnaire as reported. How- 
ever, dealers who reported time alone 
as the basis for service charges unques- 
tionably make an additional charge for 
any materials used. On this basis 58.6 
per cent use time and material as the 
basis for service charges; 15.9 per cent 
reported they had no fixed basis for 
service charges; 14.9 per cent have a 
flat rate, and 10.6 per cent use time 
and distance. This last classification 








seems particularly wise and fair for 
the dealer in a small town, as it is 
often necessary for him to go into the 
surrounding country to do work, and 
since much time is lost in getting to 
and from the job. 


Is Service Department Profitable? 








SERVICE 
DEPT 





57.1% 























PROFITABLE UNPROFITABLE NOT KNOWN 


Only 57.1 per cent of the dealers 
reported that their service department 
was operating at a profit; 37.2 per 
cent reported that it was not, while 5.7 
per cent did not know. All of which 
goes to bear out the statement made 
previously that it is high time that we 
gave more thought and effort to plug: 
ging the leaks through the service de- 
partment and got this vital part of the 
radio business back on a paying basis. 

Further results of this questionnaire 
will be presented in forthcoming is- 
sues. Your criticisms and comments 
are invited. 








Whats Around the 


Corner for You? 


Address by MARTIN J. WOLF, Market Advisor, Chicago, Ill., 


At the Sixth Annual Convention of National Federation of Radio Associations, January 19, 1932 


In approaching this subject, I am assuming: 


1. That you are exclusively radio. 


2. That you can no longer continue profitably as you 
have been going. 

3. That you face either shrinking down below your 
present sales levels or broadening the lines carried, 
so that you increase your sales volume with ex- 
isting customers. 


That you accept today’s conditions as “normal.” 
5. That your problem is not one of overcoming “sales 


resistance” so much as it is a question of adding 
to your “sales pressure.” 


Now the question is, ‘‘What’s Around the Corner?” 


To the electrically trained and inclined mind of the 
past as well as the present, radio has always been a 
branch of the business that you now propose to go into 
more fully and deeply. 


Let us explore the balance of the industry in which 
you may wish to enter more actively. We find that 
essentially there are three divisions in the electrical in- 
dustry. 


1. Large Utilitarian Appliances—such as Oil Burn- 
ers, Electric Ranges, Refrigerators, Vacuum 
Cleaners, Washing Machines, Sewing Machines, 
Air Conditioners, Dish Washers, Sun Ray Lamps, 
Floor Machines, Water Heaters, Ironing Ma- 
chines. 


2. Small Utilitarian Appliances — such as Clocks, 
Fans, Table Appliances, Heating Devices, Irons. 


3. Home Entertainment, such as Radio, Television, 
Home Talkies. 


The latter classification is the one that you have been 
active in during the past few years. 


When considering adding to your lines, | 
suggest you adopt a “yard-stick" that many 
wholesalers have found practical. Here it is: 


Parallel Lines Now Carried. 
Cost of Warehousing Line. 
Cost of Selling Line. 
Competition. 

Sales Resistance. 

Sales Possibilities. 
Manufacturers Co-operation. 
Manufacturers Policy. 


CON AM RWNH 


N CONNECTION also with these selections, we must recognize 

that there are varying elements existing. For instance, in 
distributing electric refrigerators, we are confronted with 
several problems. Much merchandise is shipped on sight 
draft bill of lading. This requires capital on the part of the 
distributor as well as the retailer. The three-year guarantee 
is a factor which must be covered by providing or laying aside 
sufficient funds to take care of service calls during the entire 
term of this guarantee. 

The 25-cent per day metering plan involves the situation. 
The pay period is long. There is danger that before it is fully 
paid for newer designs and further development may discour- 
age the meter customeer. It is a race between the time of 
completing payments and the question of obsolescence. The 
time payment problem on refrigerators is a problem all its 
own. 

Electric ranges are rapidly becoming an item of major sales 
importance. An industry campaign is now getting under «way. 
It is planned to sell one million ranges in the next three years. 
The fundamentals of this electric range sales plan follow 
closely the program that was so successful in marketing elec’ 
tric refrigerators. To those of you who are not familiar with 
the electric ranges, a million ranges may seem an enormous 
total. There have been a few more than a million electric 
ranges sold since range sales were tabulated. In 1931 ap 
proximately 150,000 were sold. The one million range cam: 
paign contemplates: 


225,000 to be sold in1932 
325,000 to be sold in 1933 
500,000 to be sold in 1934 





HE TOTAL of 1,050,000 electric ranges represents only 10Y% 
i per cent of the resident connections in areas where special 
range cooking rates are established. 

Sun ray lamps offer another possibility for proportionally 
large sales, inasmuch as thousands of these new and mod: 
erately priced sun ray lamps will be sold in the very near 
future. 

Electric fans are a successful item. They represent a fair 
sized unit sale. Electric light and power companies are definite 
factors in the sale of this particular product. 

These items that I have touched upon do not represent all 
you're going to handle, but they are typical of the fact that 
each large appliancé has a selling policy that varies to large 
or small extent from every other large appliance. In both 
purchases and sales you will find that there seems no uni’ 
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formity. The tradition surrounding each appliance is unique. 
Discounts, terms and sales conditions vary so that each appli- 
ance is a “law unto itself.” 

Now that we have considered the finding of saleable items, 
let’s discuss “FITTING THEM TO MARKETS.” 

The most satisfying definition that I have heard of a market 
is that it is a “STATE OF MIND.” Looking at it from this 
angle, as you enter more deeply into this electrical industry, 
you will find the electric light and power companies very 
much of a factor. I feel they always will be a big factor. Let 
me go back and sketch for you the historical background. It 
js easier to understand this “State of Mind” or market, if you 
are aware of what influences were at work in shaping it up. 
The electrical industry is over 52 years old. Until the advent 
of the automobile, it was the wonder of the commercial world. 

As an industry, it urges that we light our homes, cook our 
meals, do much of our heating, turn our factory wheels, in 
fact make of electricity our servant in its broadest meaning 
of the term. 

The public was slow to accept the urging of electric light 
and power companies. The early operators found that they 
had to assume the burden of proof. Homes of prominent 
citizens were wired without cost for the publicity and ex- 
ample. Housewives were given electric irons free to satisfy 
themselves that the sun had set upon the old “sad iron” and 
that the new order of the day was the “glad iron.” Each new 
electrical device had to be promoted. The primary job was 
slow, painful and costly. Inasmuch as resellers of merchandise 
interested only in the merchandising problem must of neces- 
sity be suppliers of demand, and in the early days there was 
no demand for electrical appliances, naturally retailers and 
wholesalers were small factors in the marketing of appliances. 

As the years rolled by, the steady, persistent work done 





by the electric light and power companies began to develop a 
“favorable state of mind.” So was the market built. Today, 
there’s a wide market for electrical appliances. Specialized 
wholesalers, like yourselves, are displaying a deeper interest 
because today’s generation of buyers having money to spend, 
have been familiar since cradle days with electrical appliances. 
You can think of the electric light and power companies as 
having a relationship within the radio field with which you 
are more intimately familiar. There are elements of differ- 
ence when you think of them in this classification which are 
vital to the industry of which they form a part. If the quality 
or quantity of service rendered by the central station is poor 
or unreliable, it immediately and vitally affects the business. 


Fn OF US in the industry are load-builders for the central 
station. They in turn, have been, and today are, market 
builders for us. The relationship between yourself, electric 
light and power companies and your market is a big subject. 
There’s more than one view. In certain sections there is con- 
troversy. It is too big a subject for “snap judgment.” Were I 
in your place I would know the officials of electric light and 
power companies in the cities in which I operated. They are 
a factor. They may help or mar your profits. They bene- 
fit from all that you sell and for that reason, I would call 
upon them for co-operation toward the end of increasing my 
profits. 

In fitting saleable items to your markets you have another 
external problem, namely your dealers. Probably each of you 
thinks that as he adds lines he can sell the new lines to the 
dealers who have been friendly and whom he has carried and 
nursed over a long period of years. That is what I thought 

(Continued on next page) 





In this window, winter sports are effectively tied in with renewing tubes. The possibilities are practically unlimited. 
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when facing the addition of radio to a department that w.. 
already handling electrical appliances. 

We added a radio. We functioned the department. At 
the end of a given time in studying the business, we found 
that less than 10 per cent of our volume was coming from 
these old standbys. Over 90 per cent came from new dealers 
or from dealers that we had not anticipated were going to be 
relatively big factors in the business we hoped to do. The 
field study showed that our good will with our old standbys 
had not lessened, but it had to be qualified. We found that 
while we were building good will on small table appliances, an- 
other wholesaler had been building good will for vacuum 
cleaners, another for electric refrigerators, another for electric 
ranges. 

The situation to be faced was that our standing with the 
same dealer varied with the appliances we were selling. As 
it was, we might occupy five separate levels with the same 
dealer if we checked up on five different major appliances. 

Do not be surprised if you stand in first place on radio, 
second place on refrigerators, third place on electric ranges, 
fourth place on table appliances and fifth place on electric 
washers, and ALL THESE GRADATIONS OF STAND- 
ING WITH THE SAME RETAILER. 


As you broaden your lines “time” is an essential factor in 

your selling. You must closely watch the time element. 
A once-a‘month pick-up is none too frequent to inventory the 
proportion of time your organization is spending on different 
items. An item that bears a 10 per cent relation to your sales 
and profit may be receiving 20 per cent of your organization’s 
total time or an item that represents 60 per cent of your total 
sales and profit is receiving but 30 per cent of your organiza- 
tion sales and time. Formerly, the personnel of the supplying 
manufacturer's organization was the dominating element in 
this time picture. It is human nature to do for those whom 
we like. 

As the operating executive, there’s nothing so important to 
your sales and profits as your control of the time factor. 

If you have not experimented with “assigning accounts,” I 
suggest you give that a thought. Autocratic, geographic di- 
visions of territory as a means of laying out the work of sales- 
men doesn’t seem to fit this industry into which we are going 
more deeply. To say you give a man a territory of everything 
south of Madison Street and east of Western Avenue is 
missing the real point: Streets, buildings and square miles 
have no purchasing power. People buy. Therefore, give your 
salesmen a list of people assigned them. Your ledger records 
pick up the history of an account. You have a real yard- 
stick when you treat a salesman on the basis of giving him a 
group of assigned accounts. Common sense urges one to group 
those accounts so that a minimum of time is lost going from 
one account to another. 

Since it is difficult to govern the location of a man’s home, 
I have found it practical to assign accounts to him in such 
a way that almost immediately he drove from his house in 
the morning he could begin to make calls. 

In metropolitan areas, you may find it advisable to assign 
the same account to two or even three salesmen. You may 
have a man who can sell radio because he likes it. Perhaps 
he has unusual qualifications for radio selling. He may be a 
total loss in selling a particular customer washing machines. 
Instead of passing up the washing machine volume, or dis- 
turbing the satisfactory relationship on radio, why not with- 
draw washing machines from that salesman insofar as his 
radio account is concerned. Give the washing machine assign- 
ment to a second salesman who is more in sympathy with the 
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product and can do relatively the same kind of job on the 
washing machine as the radio minded salesman does on radio, 

All that I have said doesn’t minimize the fundamental that 
your selling must be followed by adequate service. Following 
selling with service isn’t new to radio wholesalers, but when 
you add other items, your service views must be modified, 
Service on refrigerators is much more of a high pressure job 
than is radio servicing. Valuable food in the box won't permit 
of long delays from receiving the request and clearing the 
call. Oil burners service calls in the winter are even more of 
a high pressure problem than is a refrigerator call, and both 
of these demand faster serving speed than does radio. How- 
ever, the fundamental is the same. It is just a question of 
application. 

In no business with which I am familiar is it so neces. 
sary that the vision of the wholesaler be gaited to selling 
THROUGH RETAILERS rather than TO them. Getting an 
order from the dealer doesn’t mean much. Getting that dealer 
to sell your particular products does mean much. Selling 
THROUGH dealers is the secret of satisfactory sales and 
profits. 

In summarizing the subject of WHAT IS AROUND 
THE CORNER FOR YOU, let’s assume that you want to 


increase your sales and profits. You can do this in three ways. 
1. Selling to NEW CUSTOMERS. 


2. Selling MORE to and THROUGH OLD 
CUSTOMERS. 


3. Reducing Sales Resistance. 


It may take all three of these to bring about what you want. 
Yet, your emphasis should be upon SELLING MORE TO 
AND THROUGH OLD CUSTOMERS. 

Broadening and widening your lines is the road to that 
result. You'll find the market you are about to enter highly 
competitive. You'll need plenty of selling pressure. 

In searching for saleable items, remember that a “Grade 
A” radio line needs “Grade A” products to form your 
family group. If you now sell a “Grade B” radio, then go 
after “grade B” products to fill out your line. In finding mar- 
kets and fitting your family of products to your market, re- 
member that you are dealing with: 

Users—the public. 

Electric light and power companies. 

Your own organization. 

Dealers of qualified loyalty. 

A new group of supplying manufacturers. 

You'll probably find each appliance has its own sales policy. 
Be prepared to give and take. Do not be disappointed if 
your group of friendly and co-operative radio dealers are not 
so friendly with you in relation to the electrical appliances 
that you add to your line. Remember that while you built 
radio loyalty with that dealer, other wholesalers built refrig- 
erator, electric range, washing machine, small appliance loy- 
alties. Don’t get impatient. Expect it. Then you'll be pre’ 
pared. You will not be disappointed. 

Follow selling with service is the one common denon: 
inator in the picture. It varies with the appliance sold, but 
the fundamental applies to all items taken on. This is my 
conception of a few of the elements that you will have to face 
in turning the corner from a single line to a many lines spe- 
cialized electrical wholesaler. It is a big step. The electrical 
industry is a big industry. It is already crowded. You'll 
help convince many that today’s pushing and crowding is but 
child’s play to what it will be. 

So be it. The efficient always survive. Come on in. Make 
yourselves at home. 
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RCA-Victor Given Verdict Upholding 
Trade Practices 
HE RCA-Victor Company, Inc., 
subsidiary of the Radio Corporation 
of America, Friday scored a notable 
victory in United States District Court 
when a jury verdict declared specifically 
that the company’s trade practices*are 
not in violation of the antitrust laws of 
Texas, Oklahoma and the United States. 

The verdict was returned on February 
12 before Judge William H. Atwell after 
the jury had been out two days. It car- 
ried with it a judgment for the company 
of $106,882.86 plus interest against T. E. 
Swann. The company had sued T. E. 
Swann and the T. E. Swann Company, 
formerly their distributors in Oklahoma 
and Texas, for promissory notes amount- 
ing to $178,000, less some returned mer- 
chandise. The judgment was for the full 
amount sought. 

Mr. Swann in his defense had set up 
that the merchandise was defective. This 
was taken from the jury’s hands by the 
court in a declaration that the merchan- 
dise was not defective, the jury being left 
to decide on the other questions set up 
in Mr. Swann’s defense: That the com- 
pany was unlawfully maintaining prices, 
that it was unlawfully restricting terri- 
tory and that it was unlawfully compel- 
ling its distributors to handle its products 
exclusively. On all these points the jury’s 
verdict was specific in upholding the com- 
pany.—Dallas “Morning News.” 





Russell L. Heberling, formerly Chicago 
district manager and more lately New 
York City district manager for Philco 
Radio, was elected vice president of the 
Philco Transitone Corporation at the 
February meeting of the board of di- 
rectors. The new Transitone has been 
developed into a thoroughly satisfactory 
automotive radio receiver, compact, easily 
installed and much lower in price than 
heretofore. 


Electrad Issues New Catalog 

Electrad, Inc., 175 Varick Street, New 
York City, will send you their new 1932 
catalog of the entire new Electrad Line 
for 1932. Write for your copy. It shows 
specifications and prices of all Electrad 
resistors, condensers, volume controls, 
Truvolts, tuners, amplifiers, rheostats and 
potentiometers, tone controls, etc. Every 
dealer will find use for this catalog in his 
store or in the repair shop. 


New Products 

Apparatus Design Company, Inc., of 
Little Rock, Arkansas, have been produc- 
ing for the past year an English reading ra- 
dio tube tester with many unique features. 
The necessary tests of a tube are auto- 
matically interpreted into English, BAD, 
—GOOD—GAS. These interpretations 
include emission; plate impedance; spac- 
ing of elements and presence of gas. All 


high potential shorts are immediately in- 
dicated on one jeweled lamp when the 
tube is inserted in socket. High resistance 
shorts are indicated on meter. Claims are 
for simplicity and the feature of being 
totally fool proof, with direct appeal to 
the public. The registered trade name is 
CONFIDENCE. 

The Confidence tester is made in port- 
able shape, size 9x 14x 5Y2 inches and 
also in counter type, using the same in- 
strument with meter facing the customer. 
Both the portable and counter device nets 
to the dealer at $59.50. 

A large glass utility display case is also 
produced holding 50 tubes, netting to the 
dealer at $185. Time payment plans are 
available. 





Radio Exporters Hold Conference 
ARIFF RECIPROCITY is favored by 
radio exporters of the RMA, ac- 
cording to a resolution adopted at a 

largely attended meeting at the Hotel 
Astor, New York, January 12. About 
sixty radio export managers and repre- 
sentatives were in attendance and dis- 
cussed many problems to develop export 
trade ‘of Association members. Arthur 
Moss of New York, chairman of the 





RMA Foreign Trade Committee, ar- 
ranged the conference and _ presided. 
Among those present were Mr. A. M. 
Dettloff, representing the U. S. Depart- 
ment of Commerce, and representatives 
of the American Manufacturers Export 
Association and other foreign trade or- 
ganizations. 

In conference the exporters formally 
resolved “that the Radio Manufacturers 
Association endorses the theory of reci- 
procity in our trade treaties with foreign 
countries, and urges Congress to pass 
such laws as will enable our government 
to negotiate mutually profitable treaties 
of commerce.” 

Tariff difficulties were emphasized by 
many speakers in the export conference. 
The radio exporters were told that many 
private treaties have been made and that 
new ones are in contemplation. The hope 
was expressed for cooperation with the 
U. S. Chamber of Commerce and other 
organizations against discriminatory and 
harmful tariffs. 

Foreign credits, exchange, patents and 
finance were discussed and information 
exchanged on competition conditions in 
several foreign markets, including dis- 
cussion of the dumping situation. 


The New Bosch 9:20 Auto Radio Installation. 
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Radio Manufacturers 





Issue Statement on Television 


accurately regarding the progress of ex- 

periments in developing television, an au- 
thoritative statement was issued by the Radio 
Manufacturers Association. A similar state- 
rent was made about a year ago and the new 
statement, emphasizing that many engineering 
problems must be overcome before television 
can be a satisfactory means of home entertain- 
ment, was prepared by the Association’s En- 
gineering Division which includes all promi- 
nent engineers working toward development of 
television broadcasting and receiving apparatus. 
The statement follows: 

“From such a confused mass of conflicting 
statements and data regarding Television, only 
by picking out the pertinent facts from the work 
that has been done in the past and the facts that 
are presented in the present situation, is it pos- 
sible to draw any conclusions regarding the fu- 
ture of Television. These facts have been so 
many times oversold, at times maligned and al- 
together misunderstood, not only by the public 
but by the leaders of the radio industry itself, 
which must sponsor this new art. 

“This statement regarding Television is only 
intended to array the facts of the past and pres- 
ent to point out some of the future possibilities 
thus made apparent. 


F OLLOWING its policy to advise the public 


N A S FAR BACK as 1884 there was recognized 

by Nipkow, a German experimenter, that 
to transmit visual images it would be necessary 
to resolve those images into elements, each ele- 
ment to be faithfully transmitted and re-con- 
verted into a corresponding light value at the 
receiving end. To do this Nipkow employed 
scanning discs, and later in 1894 Amstutz, an 
Illinois experimenter, carried on the work in 
this country even further. In 1913 Jenkins of 
Washington started his work on the develop- 
ment of Television which culminated in 1925 
in the showing of animated motion pictures by 
Television. In England, John Baird, after sev- 
eral years of work, showed his first pictures in 
1926. In 1928 the Bell Telephone Laboratories 


transmitted a picture from Washington to New 
York, and since that time several other experi- 
menters have been carrying forward the de- 
velopment of Television. Prominent among 
these have been the RCA Victor Company in 
Camden, the Jenkins Television Corporation of 
Passaic, Philo Farnsworth now with the Phila- 
delphia Storage Battery Company, General 
Electric Laboratories in Schenectady, and U. A. 
Sanabria of Chicago. 

“The problems encountered in accomplish: 
ing Television transmission and reception have 
in the past been manifold. 

First—the problem in the method of scan 
ning which started with the ordinary disc, was 
followed later by a disc with lenses which 
greatly increased the efficiency. Then came 
the drums and discs with mirrors. Starting 
with a Russian named Rosing, twenty years 
ago, several experimenters have been using 
electrical principles of scanning which are 
utilized in the cathode ray oscillograph tube. 

Second—the problem of transmission has 
proven to be very difficult. The light values 
of the elements of the transmitted picture 
must be converted to electrical values and 
then transmitted faithfully either by wire or 
by radio. This is only successfully accom: 
plished by employing a frequency side band 
of several hundred thousand cycles. This be- 
comes of interest when compared with the 
width of a side band for present day radio 
voice transmission which is approximately 
5000 cycles. Modulation of the high carrier 
frequencies for these picture transmissions 
becomes very difficult. 

T hird—the reception of Television signals 
has presented still more complicated prob- 
lems. The radio Television signals must be 
received, amplified, de-modulated and again 
amplified to operate a light source. Demodu- 
lation above 30,000 cycles has presented many 
engineering difficulties. Much work has been 
done on the light sources, the most common 
of which have been the Neon discharge glow 
lamp, the Kerr cell and the cathode ray tube. 
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\\- HE PRESENT FACTs of Television which are 

] available are as follows: 

First-—for scanning, mechanical features 
using rotating parts are in wide use and offer a 
most practical means of securing passable Tele- 
vision pictures. 

Second—a direct pick-up system which has 
come to the front rapidly this year is that of the 
camera idea. This system can be used for Tele- 
vision pick-up in a lighted studio, for outdoor 
pick-up, etc. 

Third—a great deal of successful develop- 
ment has been made with the cathode ray tube 
system for transmission and reception. This 
system has proven technically sound and shows 
the greatest possibility. Its chief difficulties are 
in the production of large quantities of these 
systems at a reasonable cost. 

Fourth—the Television broadcast transmis- 
sion spectrum allows only for five channels, 
namely: 2000-2100 K.C., 2100-2200 K.C., 2200- 
2300 K.C., 2750-2850 K.C., and 2850-2950 K.C. 
This frequency spectrum for Television is not 
adequate for good picture transmission on ac- 
count of the very wide side band frequency nec- 
essary for picture detail, so in addition to these 
bands, on the extreme short waves—5-7 meters, 
frequencies from 35,000-80,000 K.C. have been 
requested for Television service. Most of the 
present transmitters are operating in the first 
mentioned bands, but a few operate in the 
neighborhood of 46,000 to 48,000 K.C. 

Fifth—the reception of Television has been 
possible by tuning with either a superhetero- 
dyne or tuned radio frequency receiver designed 
for Television reception. Synchronized sound 
very often accompanies the picture transmis- 
sion and it is common practice to receive the 
voice transmission on the standard broadcast 
receiver. This required two receivers for re- 
ceiving synchronized sound and picture trans- 
mission. In the Television receivers, mechani- 
cal scanning and cathode ray electrical scan- 
ning have been employed. The cathode ray type 
of scanning has been capable of excellent results 
and shows great possibilities for further develop- 
ment. 

Sixth—with the present economics of broad- 
casting, it has been impossible to secure much 
data on the entertaining value of the subjects 
that can be broadcast due to the cost in pre- 
senting programs. The Federal Radio Com- 
Mission has up to the present time considered 





Television only experimental and will grant no 
commercial rights. This means that all broad- 
casting must be done for the experimental value 
only and no paid programs can be transmitted 
by Television. This ruling has made impossible 
the receipt of any money in staging Television 
programs. With commercial rights granted by 
the Federal Government, the problem will still 
be complicated as to whether advertisers will 
continue to assume the increased costs that Tele- 
vision must impose for its successful operation, 
or whether the public can satisfactorily be taxed 
to bear this burden. 

“Many problems appear which must be over- 
come before Television can be a satisfactory 
means of home entertainment. The most im- 
portant of these are listed as follows: 

1. Greater detail should be obtained in received 


picture. 

2. Television transmission pick-up equipment 
should be portable and as easily used as present day 
sound picture pick-up equipment. 

3. Transmitting systems must be evolved which 
will have a satisfactory and reliable service range. 

4. Receivers as simple in operation as our present 
radio receivers must be designed and built at a rea- 
sonable cost. 

5. Quiet and satisfactorily illuminated picture 
equipment for the home must be designed and built 
at a reasonable cost. 

"R EGARDLESS OF THE present problems that 

confront the industry, there has been 
enough work done to justify some predictions 
which can be conscientiously made. With the 
development of the new short wave channels at 
frequencies higher than 35,000,000 cycles, re- 
liable transmission of Television can be nre- 
dicted. Ample room for an adequate number 
of transmitting stations can be visualized in this 
short wave region. It is perfectly conceivable 
that a sight and sound service can be worked out 
to be received on a single receiver with a simpli- 
fied tuning and control mechanism. 

“As never before, the new art of Television is 
going to require the rigid and sure hand of a 
governing body to set up the standards for both 
transmission and reception. Surely no better 
body is suited for this task than the Radio Man- 
ufacturers Association, which embraces both 
transmitting and receiving set manufacturers. 
Because of this situation, Television presents a 
real challenge to the R. M. A., which if accept- 
ed, can and will bring new prosperity to its 
members but only if this challenge is correctly 
and courageously met by the entire cooperation 
of its members.” 
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New Spartons Provide Multi-wave Reception 


Additions to Line Also Include 

Two New Superheterodyne 

Console Models at Substan- 
tially Lower Prices 


addition of the model 60 short-wave 

converter to any radio receiver, regard- 
less of its circuit, converts that radio into a 
short-wave Superheterodyne receiver and in- 
creases its sensitivity thirty times for recep- 
tion on the short-wave lengths. 

The total short-wave broadcasting spectrum 
covered by this converter extends from 11.5 
to 200 meters or 1500 to 25,500 kilocycles. 
The total spectrum is divided into four sec- 
tions. Each section may be used for reception 
as desired, merely by turning the band selec- 
tor switch and tuning a dial. There are no 
coils to plug in or take out. 

The 4-tube model 60 converter is fully AC 
operated and has its own voltage and current 
supply system. With chassis housed in a 
compact, table type cabinet of five-ply figured 
walnut veneer, this model is offered at a list 
price of $49.75. 

Simplicity of operation appears to be an 
outstanding characteristic of the new Sparton 
Multi-Wave Receivers. For example, the 
specifications of the model 16 AW include 
two separate tuning controls. This 13-tube 
Superheterodyne is designed to provide quick 
and easy access to the intriguing entertain- 
ment afforded by the short-wave channels 
below 20 meters, as well as to the more con- 
ventional offerings of the regular broadcast 


: CCORDING to Sparton engineers, the 





SPARTON MODEL 16 


A beautiful six-leg console model with butt walnut 
panels and the finest cabinet craftsmanship. Has pow- 
erful nine-tube Superheterodyne completely shielded 
chassis with push-pull Pentode, Automatic Volume 
Control, Tone and Static Control, Full Vision Dial, 
Phonograph Pick-up Jack, Voltage Compensator, An- 
tenna Equalizer, and all modern SPARTON engineer- 
ing features. A remarkable instrument of highest 
quality. 

Height, 44 inches. Width, 26 
inches. Weight, 58 pounds. 


26 


inches. Depth, 12 


band. Sparton standards of cabinet work are 
said to be admirably exemplified by this 
model, which carries a list price of $155.00. 

Model 26 AW, priced at $195.00, com- 
bines the familiar Sparton Super-sonne 26 
chassis with the advantages of short-wave 
reception. 

Two additional new instruments, which 
bring Sparton prices for console models to a 
level considerably lower than heretofore, are 
model 12, a 5-tube chassis offered at a list 
price of $64.50 and the 9-tube model 16 at 
$114.00. The Superheterodyne circuit is used 
in both models. 


SPARTON MODEL 60 SHORT-WAVE 
CONVERTER 
A four-tube instrument of advanced design with excep- 
tional SPARTON features. Encased in a_ beautiful 
cabinet with butt walnut panel. Width 18 inches; 
depth, 10 inches; height, 105g inches; weight, 24 Ibs. 


SPARTON MODEL 16 AW 


A deluxe Multi-Wave Receiver in §€PARTON cabinet 
of striking beauty. At a turn of the Band Selector 
and Control Knob, this marvelous instrument is 
instantly adapted for either the long-wave or the world 
spanning short-wave reception as desired. A powerful 
12-tube Superheterodyne with Automatic Volume Con- 
trol, Tone and Static Control, Phono Pick-up Jack, 
Band Selector Switch, and all the finest SPARTON 
features. 

Height, 44 inches. Width, 26 
inches. Weight 70 pounds. 
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Depth, 12 


inches. 


SPARTON MODEL 12 


A most attractive console with butt walnut control 
panel and pleasing design. Has a remarkable five-tube 
Superheterodyne chassis with Pentode and Screen Grid 
tubes and rectifier filter system. The entire chassis is 
completely shielded and includes an antenna compen 
sating condenser. Beautiful tone quality and a mar 
velous performance. 

Height, 33 inches. Width, 23 
inches. Weight, 40 pounds. 


inches. Depth, 104 


SPARTON MODEL 26 AW 

An exquisite Louis XIV console that reflects the finest 
craftsmanship in furniture design and expert cabinet 
making. This model is fully equipped wth combinw 
tion standard and short-wave chassis, having the famous 
SPARTON Super-Sonne circuit with thirteen tubes. 
Has Multi-Wave Band Selector Switch, Lafoy Auto 
matic Volume Control, Tone and Static Control. full 
vision dials and phono jack. 
Height, 4514 inches. Width, 25 inches. Depth, iF 
inches. Weight, 97 pounds. 
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SENSITIVITY 


So great that transcontinental re- 
ception has been demonstrated on a 
miniature loop I!/, inches in diameter. 
On 24-inch loop—the World and noise 
level is the limit. 


SELECTIVITY 


10 kilocycle plus. 

Actually shows clear reception trom 
either of two stations operating on the 
same dial settings as KGW and KTAR, 
KOAC and KSD. 


TONE QUALITY 


The full rich tone of the Sheldon is 
as remarkable as its distance and se- 
lectivity qualities. Direct comparisons 
show it. Perfected tone control and 
static reducer featured. 
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Sheldon DX11 Chassis 


ELEVEN 
OUTSTANDING 
FEATURES 














$1 50.00 


Complete |! Tube Loop 
Chassis De Luxe 


in Elegant Walnut Console 
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12500 


Complete 10 Tube Aerial 


Receiver 
Elegant Walnut Console 




















OBTAINABLE IN 
EXQUISITE 
CABINETRY 


ee @ 

Directional Loop, 18 by 24 inches in size, 
standard loop cable wound, efficient, sturdy 
construction mounted on pivot in base. Loop 
may be removed and aerial used for ordinary 
reception not requiring extreme selectivity 
and static reduction. Loop will isolate one 
station from another working on the same 
wavelength and reduce static an average of 
50 per cent on extreme distances. 

e@ @ 8 

Output Transformer of twice the size and 
cost ordinarily used in modern sets coupled 
with special design of dynamic speaker giv- 
ing natural response to the lowest and highest 
notes produced by any broadcasting station. 

e@3e ®@ 

Loop tuning-condenser and amplifier tube 
enclosed under hood and controlled by main 
selector knob with aid of small trimmer. 

e®e @ 

Combined volume and distance control and 
on-off switch. Smooth, quiet, stepless control, 

e@ee@ 

Kilocycle dial, accurately calibrated, wide 
vision, illuminated, positive gear driven. 

oe @ 

Loop trimmer-condenser insures perfect 
synchronism of loop with set. 

ee @ 

Heavy gauge cover encloses five gang con- 
denser and TRF coils minimizing aerial effect 
of these parts and permitting directional abil- 
ity in loop. 

e@e@ @ 

Two five-element Pentode Power Tubes in 
Push-Pull furnishes greater power and supe- 
rior tone quality than formerly obtained in 
expensive, bulky power amplifiers with many 
expensive tubes to maintain. 

e®3oe @ 

Efficient aluminum shields completely hous- 
ing the new Variable-Mu or exponential 
Tubes. These tubes reduce greatly customary 
background noises and cross-talk. 

© @ ®@ 

Six tuned circuits in Intermediate and sec- 
ond detector stages housed in these shields 
together with five variable tuning stages to- 
taling eleven tuned circuits bases claims for 
the most selective practical radio now or ever 
put on the market. 

eee 


Chassis is cadmium-plated, 17!/, inches 
wide, 10!/2 inches deep and 8 inches high, 
rugged construction and all parts easily ac- 
cessible. 


SHELDON RADIO COMPANY 


2631 W. Ave. 32 


Los Angeles, California 
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RADIO AMATEUR CALL BOOK 



































Buy your copy at the 
following stores: 


ARIZONA 
Phoenix — Nielsen Radio & Sporting 
Goods Co., 612 N. Central St. 


CALIFORNIA 
Long Beach—lInter-City Radio Stores 
Co., 405 American Ave. 
Los Angeles— Natick Book Store, 104 
W. First St.; P. O. Box 417 
Radio Mfrs. Sup. Co., 1000 S. Bdwy. 
Radio Supply Co., 912 §. Broadway 
Modesto—Nichol News Co 
Oakland—Hammond Radio School, 
3020 Champion St. 
Riverside- "$e A. Gardner & Co., 899 
Main S 
San Prancisce—t. S. Cohen’s Sons, 
1025 Market St. 
Offenbach Electric Co., 1452 Market 
Warner Brothers, 428 Market St. 


CONNECTICUT 
West Hartford—American Radio Relay 
League, 38 LaSalle Road 
oo ry & Young, Inc., 119 


FLORI 
Jacksonville—Winter’s Radio Shop, 
206 West Monroe St. 
Pensacola—Shepeard’s. 
ILLINOIS 
Chicago—C hic. snap Radio Apparatus 
‘o., 415 8. Dearborn St. 

Newark Elec. Co., 226 W. Madison 
Western News Co., 17-29 E. Austin 
foniadiawen: — Stand, 500 Main 

DIANA 
Indlanapolis—Krruse Radio, Inc., 33 
W. Ohio oa 
KENTUCK 
Louisville—P. a aed & Co., Inc., 
911 W. Broadway. 


MASSACHUSETTS 
Boston—Sager Electrical Supply Co., 
1 Congress St. 
Ben’s Radio Shop, 70 Stuart St. 
Ben’s Radio Shop, 228 Tremont St. 
Stomont Electrical Supply Co., Inc., 
8 Tremont St. 
Sorinahei H. Spinney Company. 
MICHIGAN 
Detroit—sS. S. Kresge Co., Store 1185, 
1403 Woodward Ave. 
Radio Spec. Co., 175 E. Jefferson 
MINNESOTA 
Minneapolis—Findley Elec. Co 
111 8. a St. 
Waseca—E. IF’. Johnson 


in SD, 


MISSOURI 
Brunswick—C. R. Estes, 111 S. Jackson 
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The Most Complete 
“Call Book” 
Ever Published 


Issued Quarterly 
March - - June 


September - - December 
cory $1.00 
Annual Subscription $3.25 
EVERY AMATEUR 
NEEDS THIS BOOK! 








Each issue contains UP-TO-THE-MINUTE ee Noes nt at the 
. a Pa oliowing stores: 
CHANGES in listing new calls, changes in address | Kansas city—Burstein-Applebee Co., 
° . 1408 McGee St ray, 
and cancellations for over 25,000 Licensed Ama- 1. 1. MacDowell, 3145 Karnes Blvd. 
ado aboratories, » i 
teurs in the United States and possessions, and | * Washington Avene © Co., 410 
i : WwW YOR 
over 10,000 Licensed Amateurs in more than one | aibany—vnc OF ere matic Shack, 
. ° . 306 Broadway 
hundred different foreign countries. Buffalo McCarthy Bros. & Ford, 
»- 78 Mohawk St. 
New York City 7 ey Radio Man, 
b :., 89 Cortlandt S 
It also contains HIGH FREQUENCY COM. J. H. Bunnell. & Co., 215 Fulton St. 


Leeds Radio Co., 45 "Vesey St. 
S adio Co. 4 Vesey St 
MERCIAL STATIONS, “WHO’S WHO” ON | syratuce! oy, ease Montzomery 
and Burt Sts. 
NORTH CAROLINA 
SHORT WAVES, COMMERCIAL STATIONS Charlotte . _—" oo 
Stand, 5 East Trade S 


and EXPEDITIONS, INTERNATIONAL CALL __ | win:ton-Saiem—tirown-Rogers-Disson 
LETTERS, NEW PREFIXES, HIGH FREQUEN. _| cievoland—erginan Tool & Radio 


Co., 628 Prospect Ave 
Nortl Ol Lat 2073 W. S5tl 
CY PRESS and WEATHER, and TIME SIGNAL | caliinpas” $8. "itfege Go. store 
1153, 97 N igh St. 
Dayt B s Radio Co., 140 E. 3rd 
SCHEDULES. Kent~Kladag Radio Lab, Kline Bldg. 


Oklahoma City—-Southern Sales Co., 
130 W. Third St. 


Truly the Greatest List of Calls _QREGON 
rene — ° igar Store, 6th & 
ashington Sts. 
Under One Cover Stubbs Electric Co., 75 6th St. 
PENNSYLVANIA 


GET YOUR COPY TODAY! Harrisburg—-Hall’s, 218 Chestnut St. 

. ee mee M. & H. Sporting Gds. 
Co., 512 Market St. 

C. S.'Werstner & Sons, 50 N. 13th 

Eugene G. Wile, 10 8. Tenth St. 
Pittsburgh—Cameradio Co., 603 Grant 

3 TENNESSEE 

Nashville—Zibart Lros. 

SOUTH CAROLINA 
Charleston—Southern Radio Lab., 209 
Rutledge Ave 


RADIO AMATEUR | mn mutate sew 


ply Co., 104 E. Tenth St. 


C A 7 L B O O K 9 I N C e ate xy . Inc., 


1 Main St. 











608 S. Dearborn Street Seattle —W be gp, nnn 20 Second 
. Spokane—Spokane Radio Co., 528 Ist 
Chicago, Ill., U. S. A. mnirwnuheo— Heine Peres Bo., 200 state 
\ y, 





Tell them you saw it in RADIO 
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FREE 
TUBE SALE 
PLAN 


Hot tube sale plan... 
all necessary printed 
matter free to each eal 
owner of a Conf- Rs 

dence Tube Tester. 


Sey eee CONFIDENCE RADIO TUBE TESTER 


more than all compet- Portable T ype 


: : . Leatherette covered case 9x14x5 inches 
Itors . . . USE this plan. Full instructions with instrument 


No soliciting. $59.50 Net to Dealer 


At present we use the Jewell 3% inch Meter 


The Confidence Radio Tube Tester is the latest advancement in the art 
of testing tubes . . . it is marvelous . . . select your tube, press two buttons 
and in English it tells the condition . . . emission, spacing of elements, 
plate impedance, presence of gas . . . in fact, everything necessary to 
know about the condition of a tube, all predetermined and interpreted 
into English. Originators of BAD—GOOD—GAS readings. Indicates 
on one jeweled lamp every possible short in a tube. High resistance 
cathode to heater shorts indicated. 


This is the first scientific merchandiser of radio tubes . . . simple of 
operation, foolproof and has the confidence of your customers. 


Take advantage of the free trial offer and unconditional factory 
guarantee. 


. You May Buy Through Your Jobber or Use Trial Coupon 


Patented 1932 


Reg. U. S. Pat. Office 


MERCHANDISING 
RADIO TUBES 


The Confidence Portable Tube 
Tester reaches the 75% of pub. 
lic who cannot or will not re. 
move their tubes from the radio 
to be taken to a store for tests 
... use this Portable device and 
get most of the replacement 
tube business. It interprets every- 
thing and your customer be. 
lieves it... they know what is 
happening because it is in Eng. 
lish. Slip-hinge cover removes 
for counter use. 





Counter Type $59.50 Net 


Counter type, $59.50 net. Meter faces cus- 
tomer, otherwise the instrument is same as 
Portable except it is housed in an attractive 
black leatherette covered counter housing. 
Placards are mounted on side panels reading 
“Free Tube Testing.” 





TRIAL OFFER AND DEFERRED PAYMENT PLAN 





APPARATUS DESIGN COMPANY 


Little Rock, Arkansas. 
Gentlemen: 


ea a ae eee 





Please ship immediately one___._..type Confidence Tube Tester for which I will either deposit $59.50 with the express 
agent or deposit $16.50 cash first payment and sign five monthly installment notes of $10.00 each. If at any time within three days I do 


not want the Confidence Tester I may return it to the express agent in good condition and receive my money back. I will pay the small 


transportation charges. 
NAME 
ES 


Please Attach Three Trade References 


30 Tell them you saw it in RADIO 





1st and 2nd Credit Ratings Shipped Open 








—— 
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SING 
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le Tube 
of pub. 
- Not re. 
he radio 
for tests 
vice and 
cement 


ts every. 
mer be- 
what is 
in Eng- 
removes 








The Public Approves 


Ihese Sensational Low-Priced 





SUPERHEILRODYAES 


The Crosley LITLFELLA 





COMPLETE WITH 5 TUBES 
AND TENNABOARD 





The tremendous success and extreme 
popularity of this sensational table 
model radio receiver is proof of its un- 
usual value. The front panel is of beau- 
tiful figured walnut veneer. The arch of 
Oriental veneer is supported at the sides 
with delicately fluted pilasters. The 
five tube superheterodyne chassis in- 
corporates pentode output, variable 
mu, continuous (stepless) tone and 
static control and on-off switch, volume 
control, illuminated hairline shadow 
dial with vernier drive. The speaker is 
the full floating moving coil dynamic 
type. The price of this radio marvelis 


The Crostey PLAYBOY 


The recessed front panel of this unusual radio re- 
ceiver is of figured walnut veneer finished in two- 
tone effect and high-lighted. A pierced overlay 
extends from the base of each pilaster; above the 
overlay the pilasters are coved and finished in black. 
The front panel arch is of burl maple overlay. The 
8-tube superheterodyne chassis incorporates push- 
ull pentode output, variable mu, continuous (step- 
ess) tone and static control, illuminated hairline 
shadow dial with vernier drive. Full floating 
moving coil dynamic speaker is used. Dimensions: 
174%” high, 16” 
wide, 97%” deep. 


Thesame chassisis ~ 75 
contained in con- 
sole models and sy 
a grandfather clock 
model with dual 
speakers, at sensa- 


tionally low prices— 
all under $100. See COMPLETE WITH 8 TUBES 
your Crosley Distrib- AND TENNABOARD 

utor for details. 





extraordinarily low. Dimensions: 17’’ 
high, 13’ wide, 814’’ deep. The same 
chassis is contained in The BIGFELLA , 
a console, for $48.48, and The PLAY- 
TIME, Jr., grandfather clock model, 
for $79.75. 








The Crosley TYNAMITE 


The gem of all radio receivers! The 
attractive cabinet is of fine selected 
woods carefully finished and_high- 
lighted. The 4-tube superheterodyne 
chassis incorporates pentode output, 
variable mu, image suppression pre- 



















aces Cus selector, combined volume control and 
same as te a lane station se- 
Be ector. Full floating moving coil dy- 
attractive namic speaker is used. Here are big set 
housing. features at a_ re- 
; markably low price 

S reading Dimensions: 1314’ 
high, 934’’ wide, 

7%" deep. The 

same chassis is 

housed in a lowboy 


console model, The 
BONNIBOY, sell- 
ing for $39.75. 





A N " a8 a eya| COMPLETE WITH 4 TI 


Crosley 10-tube Superheterodyne with Automatic Combined SHORT and LONG Wave Receivers 


Volume Control and Meter Tuning The 7-tube Crosley DISCOVERER at $77.50 and the 12-tube Crosley 
The Crosley TENSTRIKE, a table model at $69.50 and The Crosley ADVENTURER at $119.50 are the most up-to-date radio receivers. 
HAPPY HOUR, a console at $99.50 (with dual speakers $109.50) incor- Every channel from 14 to 550 meters is covered. These Superheterodynes 


: orate a 10-tube superheterodyne chassis, Automatic Volume Control, are housed in beautiful cabinets, and are priced amazingly low. 
1e express Wiener Tuning and other recent radio refinements. 
days I do Montana, Wyoming, Colorado, New Mezico and west, prices slightly higher. 


the smal THE CROSLEY RADIO CORPORATION 


Powel Crosley, Jr., President CINCINNATI Home of ‘‘the Nation’s Station’’—WLW 
Also manufacturers of the Crosley ROAMIO Automobile and Motor Boat Radio Receiving Set and Crosley Battery Radio Receivers 


YOU'RE THERE WITH A CROSLEY 














JOHN CRERAR LIBRARY 
CHICAGO 
ILLINOIS 


“Why THE DIFFERENT 


DESIGNATIONS? 


Areturus 124 Other Manufacturers—24A 
Areturus 551 Other Manufacturers—35 
Areturus PZ Other Manufacturers—47 





124 (°24 A) When Arcturus introduced the first 
Type 124 Screen Grid Tube to the 
industry, it was a quick-heater. The advantages of 
the quick-heater created an acceptance and demand 
so pronounced that other tube manufacturers even- 
tually changed to the quick-heater type of screen 
grid tube. To distinguish their quick-heater type 
from their old slow-heating tubes, they added an “A” 
to the designation. 
Arcturus did not want to confuse its many users 
by changing type numbers when no change had been 
made in the tube. 


479 | (°35) The Types 551 Variable-Mu and 
PZ (° AT ) “ output Pentode were pioneered 

y Arcturus. Many contracts were 
closed and great numbers of these tubes were made 
and sold before other tube manufacturers announced 
their types. Although adopting Arcturus standards, 
they introduced other symbols. 

Arcturus, not to confuse the multitude of users who 
had been using these tubes from the time they were 
developed, did not change the designations. 

Today — 

the Type 124 is interchangeable with ’24A 

the Type PZ is interchangeable with ’47 

the Type 551 is interchangeable with ’35 
In choosing these types of Arcturus Blue Tubes you 
get a product with a year more experience behind 
it than any other make of tube. These are the tubes 
that critical engineers, set manufacturers and users 
approve as the quality tubes of the industry. 


ARCTURUS RADIO TUBE COMPANY, Newark, N. J. 


RCTURUS 

















“She BLUE TUBE uct the LIFE-LIKE TONE” 


WESTERN DIVISION: Arcturus Radio Tube Co., 1855 Industrial Street, Los Angeles, Calif. 











